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 Now, the China computer market has become the fastest growing market, 
with great potential. But the competition is very serious.  And the China 
market is quite different from the US market. Dell Co., Ltd, boasts it direct 
model, must establish its marketing strategy according to the China market.  
 This article uses related marketing theory to analyze Dell’s China market 
strategy. We first analyzed the China computer market, including the macro 
and micro marketing environment, pointed out Dell’s advantages and 
disadvantages, opportunities and threats, Dell’s target market and market 
positioning. At the end, we analyzed Dell marketing strategy using 4Cs theory 
and pointed out what other companies can learn from Dell. 
 This article came to the following conclusions: 
1. The China computer market gives Dell a great opportunity to develop. 
2. Dell’s market segmentation and positioning make Dell at great 
advantageous position over its competitors. 
3. Dell’s developing Direct Model and marketing strategy can help Dell 
develop China market and remain competitive edge. 
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第二章  4Cs 营销理论综述 
 3
第二章  4Cs 营销理论综述 
 随着市场经济的发展，市场竞争日趋激烈，以顾客满意度为核心的 4Cs 营销
组合策略，即顾客、成本、便利、沟通，对企业的营销实践具有重要的指导意义，
是对 4Ps 营销理论的发展。本章将对 4Cs 营销理论进行分析，为利用 4Cs 营销理
论分析戴尔的营销策略做好理论基础。 
第一节 4Ps 营销组合理论及其挑战 














营销策划中，大多数是以 4Ps 营销组合策略的理论框架为基础拟定，4Ps 理论已
经成为人们思考营销问题的基本模式。 
 4Ps 营销组合理论之所以得到如此重视，主要基于两个方面的原因：一是 4Ps
营销组合比较直观，具有较高的操作性，企业能够较为容易的控制营销过程。二
是 4Ps 营销组合短期即可见效，具备可预见性。 
 
                                                        












































1990 年提出了 4Cs 营销组合理论，以消费者需求导向来重新设定市场营销组合
的四个基本要素，即从 4Ps 营销组合向 4Cs 营销组合转变。
③
 
                                                        
① 李晏墅 主编《市场营销学》，高等教育出版社 2008 年 10 月 P201 
② 王瑜 市场营销理论的新发展[J] 江苏经贸职业技术学院学报，2006（4） P36～38 
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